The rapid evolution of marketing that focuses from product to service to experience has challenged the marketing researchers to engage experiential marketing approach in designing the marketing strategies by involving customers (Maklan & Klaus, 2011) . Most of the smart phone producers have started to embed the concepts of experiential marketing and experiential value in positioning and promoting their products via a series of advertising campaigns. The objective of this research is to investigate the relationships between experiential marketing and experiential value among the current smart phone users in Malaysia. Quantitative research was conducted through the self-administered survey and a total of 550 questionnaires were distributed based on the cross-sectional study. Regression analysis was used to analyse the statistical data through the SPSS software version 20. The research confirmed the significant positive relationships of sense experience, feel experience, act experience, relate experience, and think experience with experiential value.
Introduction
Marketing practices and research areas have been evolved in the past few decades; shifting from the focusing on product and brand management to building customer relationship marketing and finally to creating compelling customer experience through experiential marketing strategy. The stiff competition in the smart phone industry has forced the companies to engage various experiential marketing strategies and campaigns to outdo their counterparts. According to the statistics from Euromonitor International (2011), the value of mobile phones has grown around 14% and recorded RM2.6 billion in sale for year 2010 because smart phone can perform various functions such as connecting to Wi-Fi, performing instant messaging and downloading mobile apps. Thus, the ability of the companies to influence smart phone users' experiential value in certain extent will be determined by the experiential marketing strategy created by the companies. Therefore, this research would like to investigate the relationships between experiential marketing and experiential value among the smart phone users in Malaysia. evaluated based on the service efficiency, service excellence, aesthetic and playfulness in the service counter. Based on the concepts proposed from Wu and Liang (2009) and Holbrook (2000) , Boztepe (2010) presented the traditional concept of experiential value in Table 1 . The study from Wang and Lin (2010) had concluded that there is a positive relationship between experiential marketing and experiential value and its literature shows that an effective experiential marketing is able to generate positive experiential value. The following content will elaborate the concept of experiential marketing in detail. 
Experiential Marketing
According to Kotler (2003) , there are two types of marketing: traditional marketing and modern marketing. Modern marketing has overtaken traditional marketing due to the emphasizing on the concepts of customer experience and experiential marketing. Kotler (2003) also mentioned that there are more and more companies start to develop non rational image and they ask from psychologist and anthropologists to create and improve messages to make deep soul touch for the consumers. Holbrook (2000) believed that when markets enter into the period of experiential marketing, the major focuses will change from product performance to experiences entertainment. Table 2 describes a differentiation between traditional marketing with modern marketing. Schmitt (1999) came up the phrase of experiential marketing and defined experiential marketing as the customers' recognition of and purchasing of goods or services from a company or brand after they experience activities and perceive stimulations. Lee et al. (2011) defined experiential marketing as a memorable memory or experience that goes deeply into the customer's mind. Schmitt (1999) further argued that these experiences enhance the value of a product, a brand, or a company. Nevertheless, experiential marketing does not overlook the quality and functions of products and services; rather, it enhances customers' emotions and sense stimulation. The main point of experiential is to relate with customers in a multiple level approach. Based on the strategic experience model, Schmitt (1999) further divided the types of experiential marketing into five dimensions: Sense Experience, Feel Experience, Think Experience, Act Experience and Relate Experience.
Sense Experience
McCole (2004) referred sense experience as the experience that customers gain from their sight, taste, scent, touch and sound. Based on Yuan and Wu (2008) , sense experience is a message that customers formed towards products or services by their sense. Through sensory experience, consumers will able to develop experience logic and subsequently they use the experience logic to form personal value judgements to differentiate the productsand services being experienced by them (Vargo & Lusch, 2004) .
Feel Experience
Feel experience is referred to the customer's inner emotion, mood and feeling that customer derived from the consuming of products and services (Yang & He, 2011; Yuan & Wu, 2008) . The feel experience may take various forms, and usually ranges from temperate to intense mood (Yang & He, 2011 Vol. 5, No. 11; 2012 that generated in the consumption process, consumer develops a positive emotion (Schmitt, 1999) . According to Mattila (2001) , strong and positive emotion in the feel experience will improve the customer relationship management between the customer and seller.
Think Experience
Think experience emphasizes on the intelligence of the consumer in generating cognitive experience (Lee et al., 2008) . According to Schmitt (1999) , think experience stimulates customers' creative thinking in developing a new idea or thinking about a company or its products. Through the processing of creating a new idea or thinking, consumers form their own evaluation towards the company and its brand (Schmitt, 1999) .
Act Experience
According to Schmitt (1999) , act experience enable consumers to develop experiences that deal with the consumer's physical body, behaviour and lifestyle and the experience gained from the social interaction with other people. Through the experience of action, consumers develop a sense of sensation, influence and relationship with the products or services offered (Schmitt, 1999) .
Relate Experience
Relate experience allows consumers to build their connection with the social communities and social entities through the process of purchasing and consuming the products and services (Chang et al., 2011) . In other words, relate experience that promoted via relate marketing campaign enables consumer for self-improvement, being perceived positively by others and integrate individual to a social community (Schmitt, 1999) .
Research Gap and Justification
Customer experiential value is a very dynamic construct and it is subjected to change due to the advancement of adopting various experiential marketing strategies in the smart phone industry. Although Wang and Lin (2010) have conducted a study in Taiwan to investigate the relationship between experiential marketing and experiential value as well as Conway and Leighton (2011) have evaluated the experiential marketing in Great Britain, the similar study of the conceptual framework in the context of evaluating the impact of experiential marketing on experiential value in the smart phone industry is not yet available in Malaysia. By doing this study, the findings may provide a clear picture how the experiential marketing (such as sense experience, feel experience, think experience, act experience and relate experience) affects the experiential value among the smart phone users.
Proposed Conceptual Framework
The conceptual framework for this research was adapted from the Wang and Lin (2010) model. Figure 1 illustrates the conceptual framework which is developed for this research. 
Hypotheses
Prior discussion has led to a brief examination of the existing literature review and the development of the hypotheses in this research. The five tested hypotheses are:
H1: There is a positive relationship between sense experience and experiential value.
H2: There is a positive relationship between feel experience and experiential value.
H3: There is a positive relationship between think experience and experiential value.
H4: There is a positive relationship between act experience and experiential value.
H5: There is a positive relationship between relate experience and experiential value.
Research Methodology

Research Design
The quantitative research that adopted in this study permitted the researcher to search for the actualities of the observation by empirically testing the relationship between experiential marketing and experiential value through the hypothetico-deductive method (Jankowicz, 2005) . Descriptive research design has adopted for this research because of having clear tested hypotheses (Malhotra, 2004) .
Questionnaire Design
The questionnaire was divided into three (3) sections, namely Sections A and B. The variables that appear in the Section A include the demographic profiles, such as gender, age, nationality, ethnic group and highest academic qualification level. All the variables that measure the tested constructs were listed in Section B of the questionnaire. A total of 4 items that measure the constructs 'sense experience', 'feel experience', 'think experience' and 'act experience' respectively were adapted from Yang and He (2011) . Another 3 items that measure the constructs 'relate experience' was adapted from Yang and He (2011) . Lastly, the 'experience value' construct was measured by 10 items that sourced from Keng et al. (2007) . All the tested constructs were measured by 5-point Likert Scale (1-strongly disagree to 5-strongly agree).
Sampling Design
The study will focus on the full time students who are currently studying in the one of the private universities that situated n Kuala Lumpur. Tertiary students were selected in this study because most of them own smart phones. Due to the inability of obtaining a sampling frame, judgmental sampling technique was adopted because the technique itself allows the researchers to consciously select respondents in the study (Burn & Bush, 2003) . Large sample size was required in this research for the purpose of minimizing the sampling error of the non-probability sampling and enhancing the precision of the sampling outcome. Therefore, a total of 550 respondents were set as the sample size in this research. A pilot study will be conducted in advance to ensure that the questionnaire is error free and easy to understand. A full scale of self-administered survey will be launched immediate after receiving the feedbacks from the pilot test. Self-administered survey method in the form of drop-off surveys technique was used to ensure the confidentiality and non-obligation aspects of participating in the survey. The survey was conducted in the lecture halls where respondents could return the questionnaires immediately to the researchers. The voluntary nature of the participation was explained verbally as well as being indicated in the survey questionnaire. Students were invited to complete an anonymous survey questionnaire that took approximately 15 minutes of their time to complete. A total of 550 sets of questionnaires were distributed and 500 questionnaires were collected.
Data Analysis
The statistical program SPSS version 20.0 has been used in this study to perform the statistical analysis. Descriptive analysis, scale measurement (reliability and validity tests) and inferential analysis (multiple regression analysis) will be carried in the data analysis. Cronbach's alpha with the value of more than 0.60 would be used as a guideline to measure the reliability of the measurement in this research because the test of Cronbach's alpha is an appropriate index to indicate the inter-item consistency reliability . As part of the validity tests, factor analysis in the form of principal component analysis will be adopted in this research. Principle component analysis is "an approach to factor analysis that considers the total variance in the data" in which "the diagonal of the correlation matrix consists of utilities and full variance is brought into the factor matrix" (Malhotra, Hall, Shaw & Oppenheim, 2006) . Principal components analysis was adopted in this research because the researchers intend to "determine the minimum number of factors that will account for www.ccsenet.org/ibr
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Research Results
Respondents' Demographic Profiles Analysis
A total of 500 valid respondents were analyzed in this study. Based on the finding, 67.8% of the respondents are Malaysian and the rest of 32.2% of the respondents is non-Malaysian. According to the survey, the gender distribution of the respondents consists of male (42%) and female (58%). Bulks of the respondents are youngsters. The age of less than 21 years old is the largest respondents' group (56%; 280 people); followed by the age group between 21 to 25 years old (45.8%; 229 people) and the age group between 26 to 30 years old (36%; 180 people). In term of nationality, most of the respondents are Malaysian (67%) and the rest of the respondents are non-Malaysian (32.2%). Chinese is the largest ethnic group and it represented 59.4% among the various ethics groups that took part as respondents in the study. Most of the respondents are currently studying undergraduate degree programme (61.4%).
Reliability Test
One of the tests in which can be used to ensure the stability and consistency of the measures is known as reliability test. A scale is called reliable if it produces consistent results when repeated measurements are made (Hair et al., 2003) . A popular approach to measure reliability is to use the coefficient alpha (Malhotra, 2006) . The value of coefficient alpha or Cronbach's alpha with the range of greater than 0.60 is considered acceptable and good (Hair et al., 2003) . The results from Table 3 indicated that the Cronbach alpha for all the five constructs were well above 0.60 as recommended by Hair et al. (2003) . Cronbach alpha for the constructs ranged from the lowest of 0.626 (act experience) to 0.696 (think experience), as indicated in Table 3 . In conclusion, the result concluded that the measurement scales of the constructs were stable to measure the constructs.
Validity Test
Validity of a scale is defined as the extent to which differences in observed scale scores reflect the true differences among objects on the characteristics being measured (Malhotra, 1996) . Validity can be measured by examining through content, criterion and construct validity. Construct validity was adopted in this research as validity measurement and exploratory factor analysis was used to measure the construct validity (Cavana et al., 2001) . For the exploratory factor analysis, Bartlett test of sphericity and Kaiser-Meyer-Olkin (KMO) measure of sample adequacy were used to measure the appropriateness of the factor model (Malhotra, 2004) . Bartlett test of sphericity is a "statistical test for the overall significance of all correlation within a correlation matrix" (Hair et al., 2006, p.102) . "It provides the statistical significance that the correlation matrix has significant correlations among at least some of the variables" (Hair et al., 2006, p.114) . KMO can be used to measure the sampling adequacy by comparing "the magnitudes of the observed correlation coefficient to the magnitudes of the partial correlation coefficients" (Malhotra, 2004, p.564) . According to Malhotra (2004, p.561) , "high values (between 0.5 and 1.0) of KMO indicate factor analysis is appropriate" and "values of KMO below 0.5 imply that factor analysis might not be appropriate".Eigenvalue is defined as "column sum of squared loadings for a factor, also referred to as the latent root. It represents the amount of variance accounted for by a factor" (Hair et al., 2006, p.102) . The value of Eigenvalues that is greater than 1.0 was used as a guideline to determine the number of factors in this research. VARIMAX procedures inorthogonal rotation was used in this research to minimize "the number of variables with high loadings on a factor" in order to enhance "the interpretability of the factors" (Malhotra, 2004, p.567-568) . The value of the factor loading of 0.50 was used as a guideline in the factor analysis.
The output of the factor analysis showed in Table 3 indicated that the factor analysis was appropriate because the value of Kaiser-Meyer-Olkin (KMO) was 0.764 (between 0.5 and 1.0) and the statistical test for Bartlett test of sphericity was significant (p=0.000; df=406; Approx. Chi-Square=3652.140) for all the correlations within a correlational matrix (at least for some of the constructs). Based on the principal components analysis and VARIMAX procedure in orthogonal rotation that were adopted in the factor analysis, the results showed that the Eigenvalues for all the tested constructs were greater than 1.0 as indicated in Table 3 , ranging from the lowest of 1.183 (service excellence) to the highest of 5.302 (sense experience). In term of convergent validity, the factor loadings for all items within the constructs showed in Table 3 were more than 0.50. According to Table 3 , discriminant validity indicated that all items were allocated according to the different constructs. Therefore, the items were not overlapping and they supported respective constructs. 
Regression Analysis
Multiple Regression Analysis
Multiple regression analysis is the appropriate technique to analyze the linear relationship between a dependent variable and multiple independent variables by estimating coefficients for the equation for a straight line . Multiple regression analysis will be carried out to test the five hypotheses (H1, H2, H3, H4, and H5) in this research.
Based on Table 4 , the Tolerance Value was ranged between 0.794-0.870 in which were all more than 0.10 and the VIF value ranges from 1.149-1.259 in which are all less than 5 . Thus, the findings showed that there is no multicollinearity problem among all the independent variables in this research. According to Table 4 , the p-value for all the five independent variables are less than 0.05, indicating that sense experience, feel experience, think experience, act experience, and relate experience had significant relationship with experiential value. In other words, the findings from this research confirms that sense experience, feel experience, think experience, relate experience, and act experience are positively related to the experiential value in the smartphone industry in Malaysia. In conclusion, all the five hypotheses are supported. 
Conclusion
Implications of Research Findings
This study helps the smartphone industry to gain further understanding the impacts of sense experience, feel experience, think experience, act experience, and relate experience on the experiential value.
By understanding the antecedents of experiential value, the research allows the smartphone industry players to use experiential marketing effectively in producing the best products and services ever rendered to the smartphone users.
The research study provides insights for the smartphone industry to have an in-depth understanding towards the factors (ie., sense experience, feel experience, think experience, act experience, and relate experience)that contributing to the experiential value with their customers. Therefore, this understanding enables the smartphone producers in identifying relevant approaches to build strong experiential value with their valued customers.
Limitations of the Research
Although the research findings provide some insights to the researchers, these findings should be viewed in light of some limitations. To summarize, the limitations associated with the research findings are: (1) This study was adopting judgemental sampling technique method. Thus, the result could not be generalizable; (2) This study was conducted via cross sectional study. Thus, the changes of the customer's experiential value over a period of time cannot be identified.
Recommendations for the Future Research
Due to the limitations of this research which is mentioned above, it is recommended to adopt probability sampling method and longitudinal study for the future research.
